Abstract: A firm's strategic orientation determine its business direction and scope of operation. Several researchers have tried to identify how strategic orientations affect business development. However, only a few scholars have explored how strategic orientations shape a firm's organizational capability. In addition, the extent to which radical innovation contributes to a firm's operations has not been well researched. Given these research shortcomings, this study explores the integration of firms' strategic orientations, radical innovation, competitive advantages, and business performance within a conceptual framework. A sample of 86 cultural and creative firms was obtained. The results of the regression analysis and of the PLS SEM model are compared in this study. Our findings suggest that factors from either market orientation or entrepreneurial orientation add to a firm's radical innovation capability and adoption. Lastly, the brand advantage is identified to be the most important factor in firms' performance after a radical innovation capability and product advantage. This paper offers several contributions to the research. First, it advances knowledge of the strategic orientations of cultural and creative firms in a developing market. Second, it demonstrates the usefulness of radical innovation capability in profiling the development of competitive advantages. Lastly, it adds to our understanding of factors that facilitate the business performance of cultural and creative entrepreneurs.
Introduction
A business strategy provides the theoretical basis for firms to achieve a competitive advantage in order to surpass their competitors. For instance, a firm's business strategy may help it attain a cost advantage (in terms of high productivity levels, good bargaining power, use of improved technology in the production process, etc.) or a differentiation advantage (by offering value-added features, superior product quality, branding, etc.) [1, 2] . Using the resource-based view (RBV) theory, a firm can exploit its resources (tangible or intangible) and capabilities (e.g., innovation capability) to create a competitive advantage and achieve superior value creation [1, 2] . The improved arrangement of resources and capabilities is an important advantage for enterprises to survive in commercial markets [3] [4] [5] . Therefore, the business strategy theory and resource-based viewpoints (RBV, see Barney [6] ) offer an avenue for researchers to explore strategic management in enterprises and their development of resources and capabilities to cultivate a competitive advantage. For instance, based on past research in the strategy domain, Saranga et al. [7] investigated how an interaction between resources underlying an important capability can lead to various degrees of the competitive advantage. Therefore, by being rooted in the business strategy theory and using an RBV, it is possible to identify the relationships and interactive links among the strategy, resources, and capabilities as well as factors that can enhance firm performance. This includes product, brand, relationships, and management advantages. This study considers product and brand advantage as two particularly important factors for a firm's operational performance. The present study, therefore, integrates strategic orientations in constructing a framework to identify the determinants of a firm's radical innovation and further links radical innovation to competitive advantages and business performance via C&C industry practices.
According to Digital, Culture, Media and Sport (DCMS) [24] , a creative industry is an industry which has its origins in individual creativity, skills, and talent. Through the development of intellectual property, this industry has the potential to generate wealth and increase job creation. Creative industries include those dealing with advertising, antiques, crafts, fashion, design, film, performing arts, music, leisure software, software [24] , publishing, visual arts, television, and radio [25] . Hesmondhalgh [26] further adds marketing, the Internet, and computer games into the scope of cultural industries. In Taiwan, the cultural and creative industry covers a broad area, which is similar to DCMS's [24] definition. The C&C industry is seen as an industry that originates from creative or cultural accumulation through the formation and application of intellectual property and has the potential to enhance our living environment [27] . Presently, SMEs in the C&C industry are seeking global market opportunities more energetically and efficiently than in the past. Among them, more C&C SMEs are participating in international activities through physical channels (e.g., direct stores, creative markets, etc.) or by means of virtual platforms (e.g., virtual C&C platforms). In terms of business strategy theory, RBV, ground theory, and NPD, the present study addresses this problem by discussing two strategic orientations including radical innovation and competitive advantages (defined as product advantage and brand advantage) and business performance. The remainder of this research is organized in the following sections. The literature and hypotheses are reviewed, followed by the research methodology, and the data analysis is reported. The study concludes with the management implications, theory contributions, and future research suggestions.
Literature Review
A review of literature shows that researchers have previously immersed themselves in attempting to understand the strategy orientation-innovation-competitive advantage-performance relationships, respectively. Based on business strategy theory, RBV, ground theory, and NPD, a variety of academic perspectives and frameworks have been explored in the field such as strategic orientations [8, 20, 21] , the theory of innovation capability [9, 22] , a competitive advantage perspective [9, 23] , and business performance [9, 21, 22] . Such approaches obscure our understanding of the evolution of the above factors as interactive networks. The following section adds more discussions for model development.
Strategic Orientations and Radical Innovation
According to Chou [28] , strategic orientation helps a firm create the appropriate actions and behaviors required for obtaining and sustaining superior performance. It is the drivers of enterprises' technological innovation and leads to a competitive advantage [28] and business performance. Regarding strategic orientation of enterprises, researchers identify and develop its measurement scales in terms of different viewpoints. Strategic orientations have been shown to affect firms' innovation adoption [19] . The major types of strategic orientations discussed by researchers include market orientation and entrepreneurial orientation [8, 29] . For instance, Naidoo [18] indicated that market orientation determines firms marketing innovation. Entrepreneurial orientation generates innovation adoption and capability [20] . In the academic world, market orientation is defined as comprehending and satisfying the needs or demands of customers and other relevant stakeholders (e.g., suppliers, distributors, competitors, government, environment groups, etc.) [30] . Scales for measuring market orientation include customer orientation, competitor orientation, and inter-functional coordination [18] . According to researchers, customer orientation means a firm primarily aims to anticipate and satisfy customer needs. Under competitor orientation, a firm will closely analyze and monitor the strategic Sustainability 2018, 10, 1871 4 of 22 intent and tactical moves of their competitors [31] . Inter-functional coordination is defined as the coordination of different departments in an organization in order to satisfy customer needs and monitor competitor actions [32] . A firm that possesses a market orientation serves its customers by providing products that best fit those customers' needs [33] and makes the effort to learn and find innovation from customers, competitors, and the external market environment [34] . In this study, we adopt customer orientation [26, 31] , competitor orientation [31] , and inter-functional coordination [32, 35] to measure managers' perceptions towards firms' market orientation levels.
The concept of entrepreneurial orientation was first proposed by Miller and Friesen in 1982 [36] . According to Lassen et al. [20] , entrepreneurial orientation has four dimensions including being proactive, taking risks, autonomy, and competitive aggressiveness. Firms with an entrepreneurial orientation emphasize innovative activity and possess a greater willingness to take risks and engage in proactive market leadership. Competitive aggressiveness represents the intensity, posture, or direction of a firm's efforts to outperform industry competitors or prevail over the actions of their rivals [37] . Risk taking is the willingness to make large resource commitments to seize high return opportunities in the marketplace [38] . Being proactive means taking the initiative by pursuing new opportunities and by taking advantages of emerging markets [38] . Considering autonomy is a general characteristic among enterprisers in C&C industries. In this study, entrepreneurial orientation is measured in terms of three sub dimensions including competitive aggressiveness [37, 38] , risk taking [38, 39] , and proactiveness [39, 40] .
Researchers have explored the effects of firms' strategic orientations on their innovation capability with conflicting findings. Li, Lin, and Chu [41] and Cai et al. [42] find proactive and responsive market orientation assisting radical innovation by firms. Market orientation (clients' orientation, competitors' orientation, and inter-functional coordination) [43] and corporate culture (willingness to cannibalize, future market orientation, and risk tolerance) [21] positively determine radical innovation levels [44] . An entrepreneurial orientation provides a key avenue for an enterprise in transferring innovation to the markets [45] and positively driving its performance [46] . Firms with an entrepreneurial orientation (proactiveness, risk taking, autonomy, competitive aggressiveness, see Salavou and Lioukas [8] ) have enhanced radical innovation capability [20] . However, some researchers show that market orientation is less useful than an entrepreneurial orientation [8, 41] . Accordingly, the various approaches for the explanation of the innovation capabilities of the firm provide different emphases on the issue of firms' strategic orientations. This inconsistency is useful in obtaining insights grounded in a synthesis of the research. In order to identify and compare the influence of market orientation and entrepreneurial orientation on C&C firms' radical innovation levels, the following hypotheses are constructed below.
Hypothesis 1 (H1).
Within the C&C industry, perceived market orientations have a significant and positive effect on a C&C firm's radical innovation level.
Hypothesis 2 (H2).
Within the C&C industry, perceived entrepreneurial orientations have a significant and positive effect on a C&C firm's radical innovation level.
Radical Innovation and Firms Competitive Advantage and Performance
Researchers have shown that firm innovation contributes to both their business and management operations. The dual categorization of innovation as either incremental (technological changes are minor and the incremental benefit to customers is low) or radical (adopting new technology and providing greater benefit to customers) is among the most embedded in the literature reviewed [18, [47] [48] [49] [50] . According to OECD [51] , incremental innovation is the dominant form of innovation. It is concerned with how to effectively enhance or upgrade the performance of an existing product, service, process, organization, or method. Radical innovation is a complex process that implies a difficult, lengthy, and risky process and one that has a significant impact on the economic activity of firms in that market [52] . Incremental innovations continuously seek to improve their targets (e.g., services, products, methods, process, etc.), whereas radical innovations create major changes to targets (e.g., business models, market types, etc.) [52] . SMEs or new market entrants usually play distinct roles in introducing radical innovations [51] . Considering the creative and innovative features of the C&C industry and that most C&C firms belong to SMEs, this study selected radical innovation as its research target. According to researchers, radical innovation is identified as the fundamental change in new products or services. As such, it represents revolutionary changes in technology [53] . The changes obviously depart from current knowledge and require a high degree of additional knowledge [47] . As a result, there is greater uncertainty, less standardization of physical and human capital, and a more transaction-unique innovation than with incremental innovation [49] .
A few scholars have defined innovation as a moderating variable between market orientation and performance [54] . Wu et al. [19] verified that value creation is largely supported by innovative capabilities. However, some researchers find that innovation does not directly stir a firm's performance [9] . Naidoo [18] argues that the relationship between innovation and performance is mediated by a firm's competitive advantage. Radical innovation is identified as the main ingredient of a competitive advantage [55] . Radical innovations create a competitive advantage through the opening of new markets and through the generation of changes in consumer preferences [56] . This means that a firm's radical innovativeness enables it to develop creative and differing products [21] , to increase its value equity and brand equity [15] , and to transcend its industrial competitors. High levels of radical innovation could help sustain a firm's ability to build intangible resource advantages (brand image and reputation) [57] . Furthermore, radical innovations have been proven to affect firm performance. Firms who promote the generation of radical innovations for developing their activities may increase their performance in the marketplace [58] . However, some empirical findings regarding the value of a firm's radical innovativeness, are conflicting. Performance outcomes of innovation may be positive [21, 22] , negative [59] , or unrelated [60] . Consequently, the review results display that radical innovation may affect performance directly [54] or influences a firm's performances via the mediating effects of improvements and applications of competitive advantages [15, 18, 21, 57] . In this study, the question items of radical innovation are drawn from Cheng and Shiu [61] . The levels of radically new features and changes in products are evaluated by the C&C firm managers by comparing with competitors.
To recognize and measure business performance, researchers use a variety of objective indicators (e.g., ROE, ROA, financial ratios, etc.) or subjective attitudes (e.g., managers' satisfaction, experiences, etc.) [62] [63] [64] . In practice, some respondents prefer to avoid disclosing a firm's financial data. Furthermore, in Taiwan, some SMEs are reluctant to discuss their financial information with the public. This behavior makes it difficult to discover Taiwanese C&C firms' objective financial situations. Therefore, for measuring business performance, this study adopts subjective attitude items from Lau et al. [65] and Kim et al. [66] . We invited target C&C firms' respondents to evaluate the performance of their C&C firm's sales goals, profit goals, and profit and sales compared to those of competitors. This study, therefore, discusses the effects of firms' radical innovation levels on a competitive advantage (product advantage and brand advantage) and performance. The following hypotheses are constructed:
Hypothesis 3 (H3).
Within the C&C industry, perceived radical innovation has a significant and positive effect on a C&C firm's product advantage.
Hypothesis 4 (H4).
Within the C&C industry, perceived radical innovation has a significant and positive effect on a C&C firm's brand advantage.
Hypothesis 5 (H5).
Within the C&C industry, perceived radical innovation has a significant and positive effect on a C&C firm's business performance.
Competitive Advantage and Firm Performance
Competitive advantage means the ability of a firm to build a defensible position to surpass its competitors [1] . Several researchers discuss the relationship between a firm's competitive advantage and its performance in various industries [67, 68] . Firms' competitive advantages enables them to transform themselves in order to bridge gaps that competitors find difficult to cross and devote these changes toward improved business performance [18] . According to a review of the literature, many scholars have explored cost advantages and different advantages [1, 2] . Numerous researchers examine the methods to achieve these two advantages by offering several practical findings for enterprises who want to attain them. Moreover, researchers have also looked at core competences and competitive advantages generated from resource and capability as identified by RBV theory [6] . In terms of the resource-based view (RBV), a firm may build a managerial framework to align its strategic resources. Resources and capabilities can also be exploited by firms in order to achieve sustainable competitive advantages. This study focuses on competitive advantages as the firms' output of radical innovation. Through the findings of researchers using ground theory or NPD, the major contributions of a radical innovation capability adopted by enterprises include product or service advantages, brand value, or growth in customers' purchase volume. According to Nayyar [3] , the competitive advantages of firms may comprise brand identification, reputation, partner relationships, and customer loyalty. Bharadwaj et al. [4] suggested that the major sources of a firm's competitive advantage may include scale, product, brand equity, information technology, and customer service related skills [5] . Furthermore, several studies have concentrated on resource advantages such as product advantage [9, 68] and brand advantage [15, 29] within the industry context and have examined their effects on firm success [69] . According to Hua and Wemmerlöv [70] , radical changes to product architecture tend to result in the increased attraction of products in consumer markets as compared with minor changes to product features. The radical innovation capability is helpful to ensure a product advantage for firms.
In an industrial practice, the product is a core element of a firm's brand value [71] . First, product attributes are a key factor in building customer brand preference [72] . Second, product advantages tend to enhance the market performance of firms [70] . Lastly, sustainable brands have been found to have highly significant mediation effects and direct effects on the improvement of business performance [73] . By integrating the viewpoints of the above researchers, this research selects product and brand advantages as the basis for the development of competitive advantage items and explores their effects on C&C firms' performance. The effects of product advantage on C&C enterprise brand advantage are also discussed [71, 72] . For product advantages, question items from Kam-Sing Wong [74] are used. For Kam-Sing Wong [60] , the unique features, superior level, technical performance, distinct benefits, and quality of products are evaluated by the firm respondents by comparing with their competitors. For brand advantage, items from Laukkanen et al. [29] are used. Using comparisons with their competitors, reputation, brand image, and brand loyalty are evaluated by C&C firms' respondents. Accordingly, this study explores the effects of product and brand advantages on business performance and the effects of product advantage on brand advantage in C&C industrial practices. Hypotheses 6-8 are constructed below.
Hypothesis 6 (H6).
Within the C&C industry, perceived product advantage has a significant and positive effect on a C&C firm's brand advantage.
Hypothesis 7 (H7).
Within the C&C industry, perceived product advantage has a significant and positive effect on a C&C firm's business performance.
Hypothesis 8 (H8).
Within the C&C industry, perceived brand advantage has a significant and positive effect on a C&C C&C firm's business performance. 
Research Methodology

Industrial Background, Sampling, and Survey
"Culture" is the sum of all human abilities and habits in a society including its social value system, life style, and spiritual life. In industrialized societies, the culture can aid and increase the value of people's lives, products, and services. In developed countries, the cultural and creative industry is both a developmental target and an indicator of the nation's overall economic and social development [75] . In Taiwan, the government has combined the two terms "culture" and "creativity" to form the term "Cultural & Creative Industry" (CCI). In Taiwan, the C&C industry may include visual arts, music, performing arts, cultural assets and exhibition, technology, movies, publishing, product design, brand fashion, creative life, adverting, architectural design, digital content, pop music and cultural content, and more [27] . In 2013, the government of Taiwan established five cultural and creative industrial parks (Huashan, Hualien, Taichung, Chiayi, and Tainan) to provide physical platforms for exhibitions, transactions, and cross-border cooperation among cultural and creative enterprisers [76] . These C&C industrial parks provided the data for the research. Furthermore, some virtual C&C platforms (e.g., Pinkoi, uDesign, etc.) have emerged in Taiwan. For example, Pinkoi (see https://www.pinkoi.com/) has over 1.6 million members and provides more than 850,000 products. Over 8000 C&C designers select Pinkoi as their virtual platforms because Pinkoi provides C&C designers to connect global markets. Currently, in Taiwan, a growing number of C&C firms offer products or services independently. Some are a hit with consumers and exhibit strong performance while others do not.
This study identifies key success factors for C&C firms in Taiwan using a concept integrating several factors including strategic orientations [31, 32, 35, [37] [38] [39] [40] , radical innovation [61] , competitive advantages [29, 71] , and business performance [65, 66] . Figure 1 gives the conceptual framework of this study. The items on the questionnaire are first identified and designed based on the literature and are then modified to make them more appropriate for assessing manager attitudes (see Appendix A). Using translated and back translated methods, we assessed the items' readability and appropriateness. Items were measured using a 5-point Likert-type scale (1 = strongly disagree, 5 = strongly agree) toward targeted C&C firms' strategic orientations, radical innovation, competitive advantages, and performance. For obtaining respondent information from C&C firms, the major survey places were cultural and creative (C&C) industrial parks (60%) and several C&C market towns (e.g., Yingge Ceramics Market in New Taipei City, etc.) (40%). The research invited the targeted C&C firms' respondents to answer the question items based on their firm's actual practices. Research assistants conducted the survey. The questionnaires were distributed to the sampling targets by face-to-face interviews (one respondent per firm). For respondents who directly refused to answer the questionnaires, gift incentives were offered. Phone interviews and mail were also used in the survey process to increase the valid response rate. In the survey process, firm respondents located in several C&C markets or parks were contacted. Most of them directly or indirectly refused to respond to the survey after the study introduction by research assistants. Some C&C respondents answered the survey. However, a number of them didn't finish or couldn't answer some items listed in the questionnaire. Finally, 86 returned responses were valid.
process to increase the valid response rate. In the survey process, firm respondents located in several C&C markets or parks were contacted. Most of them directly or indirectly refused to respond to the survey after the study introduction by research assistants. Some C&C respondents answered the survey. However, a number of them didn't finish or couldn't answer some items listed in the questionnaire. Finally, 86 returned responses were valid. 
Data Analysis Methods and Data Background
In this study, data analysis methods include the use of descriptive statistics, factor and reliability analysis, correlation analysis, the linear regression method, and Smart PLS SEM methods. According to Chin and Newsted [77] and Cohen [78] , a regression involving four independent variables would need a minimum sample size of 80. For instance, by applying regression analysis, Hua and Wemmerlöv [70] verify a study framework in terms of four factors and three paths by using data from 55 U.S. companies. For another aspect, partial least squares (PLS) are less stringent with the measurement scale type, sample size requirements, and distributional assumptions [79, 80] than Lisrel SEM techniques. The PLS path modeling method could solve small sample size problems and estimate very complex models with many latent and manifest variables [81] . A valid PLS model should have a minimum sample size 10 times the maximum number of paths for any constructs in the outer model and inner model [82] . For instance, Yoo and Alavi [83] conducted their research using a sample size of 45 groups in terms of the PLS method because there are five factors and six paths in their models. This present study adopts a second-order partial least squares (PLS) to reduce the number of variables and paths. Based on the research framework, the highest number of paths is eight (interdependent and dependent variables: radical innovation, product and brand advantages, and performance) and the second-order variables are six. The sample size of this study is 86, which meets the regression method requirement 20 times the four independent variables (for classifying the different importance level of two strategic orientation variables on radical innovation factor) as well as the PLS requirement 10 times the maximum number of eight paths (for verifying the conceptual model).
Based on the questionnaires returned, the descriptive statistics presented as follows: 34.9% of the respondents are male and 65.1% female. In addition, 45.3% of the respondents are between 21 and 30 years old while 43% are between 31 and 40 years old. With regard to education distribution, 66.3% of the respondents have a university degree. Additionally, 79% have worked up to 1.5 years and 15% for more than six years. Work positions of C&C respondents include C&C designers (26%), marketers (18%), directors (16%), managers, and senior employees. Furthermore, descriptive statistics of the responding C&C enterprises show the following business types. The business types of the surveyed C&C enterprises are product design, creative products, gift package, C&C clothing, brand fashion, and artistic products. Three C&C enterprises have been in existence for 25 years around 30% for less than five years and 33% of the responding enterprises has been in existence for six to 10 years. In sum, 63% of the firms have been in the Taiwanese C&C market for less than 10 years. In addition, the number of employees of responding C&C industry firms range from five to 1000 employees.
Data Analysis
Factor Analysis, Reliability, Discriminant Validity, and CMV Test
All the indicators of the factors listed in Table 1 are generated by the PLS SEM factor analysis. Sub-factors of market orientation include customer orientation (Cuo), competitor orientation (Cmo), and inter-functional coordination (InC). The sub-factors of entrepreneurial orientation include competitive aggressiveness (CoA), risk taking (RiT), and proactiveness (Pro). For innovation type, this study focuses on radical innovation (RaI). The competitive advantage dimensions are product advantage (PrA) and brand advantage (BrA). The remaining dimension is business performance (BP). The results of the factor analysis and reliability analysis are listed in Table 1 . As Table 1 shows, all factor loadings of variables exceed 0.7 while the values for composite reliability exceed 0.8 and AVE values are greater than 0.5. Table 2 displays the second-order factor analysis of the full model. The convergence validity of the full model is also explored in Table 2 . According to Table 2 , the factor loadings for all variables and the values of their Cronbach's α exceeds 0.8. The values of composite reliability of all factors also exceeds 0.8. The AVE (average variances extracted) of all factors is over 0.4, which provides strong support for the reliability of latent variables (see Table 2 ). These results offer strong evidence for construct reliability. These results offer strong evidence for construct reliability. For measuring CMV (common method variance) in terms of Harman's one-factor test (see Podsakoff and Organ [84] ), the 37 variables for this study were entered into an exploratory factor analysis. The results of an unrotated principal component factor analysis displayed that the first factor does not account for a majority of the variance (34.948%). In terms of the CFA (confirmatory factor analysis), it also appears that the single-factor model does not adequately fit the data, χ 2 /df = 5.68 (χ 2 = 2996.19, df = 527, p = 0.00), CFI = 0.79, GFI = 0.58, AGFI = 0.52, RMSEA = 0.14. These results suggest that our study findings, void of the problems associated with common method variance and with statistical interpretation, are unlikely to be disputed. The correlation analysis and discrimination analysis results are listed in Table 3 . They show that our model satisfies the criteria for discriminant validity (the square root of the variance shared between a factor and the measure of AVE is greater than the correlation coefficient among the factors) [85] . The relationships between different discussion variables illustrate varied correlation types. As a result, the research model has good reliability and validity and its constructs have discriminant validity. Moreover, non-response bias does not appear to be an issue in this study since the analysis of responses from initial and later respondents shows insignificant differences. 
Regression Models
Before conducting the PLS SEM model, this study first discussed the test results of hypotheses using a regression analysis. The purpose of regression analysis is to clarify the importance level for those specific factors generated from two strategic orientation concepts on firms' radical innovation capability. As illustrated in the correlation matrix presented in Table 3 , it appears there is no evidence of multi-collinearity among the independent variables [86] and, furthermore, the results indicate that it is appropriate to use the regression analysis. As shown in Table 4 , the results of the regression Model 1 suggest that Cmo (competitor orientation) and IC (inter-functional coordination) add to firms' radical innovation (RaI) (Cmo→RaI = 0.494; InC→RaI = 0.264). Model 2 suggests that Pro (proactiveness) has a higher positive relationship with the degree of firms' radical innovation (RN) (Pro→RaI = 0.386). Model 3 shows that radical innovation determines the product advantage (RaI→PrA = 0.482). Regression Model 4 shows significant results for the effects of radical innovation (RaI→BrA = 0.211) and product advantage (PrA→BrA = 0.691) on firms' brand advantage. Model 5 shows that the brand advantage plays an important role in a firm's business performance (BrA→BP = 0.418). Compared with brand advantage, radical innovation, and product advantage have no significant effect on business performance. Consequently, these results show partial support for H1 and H2 and strong support for H3, H4, H6, and H8. However, H5 and H7 are not supported. 
Second-Order PLS SEM Analysis of the Concept Model
The second-order PLS SEM analysis is undertaken to understand whether the factors (market orientation and entrepreneurial orientation) as perceived by managers are significant enough to influence and enhance the firms' radical innovation, which leads to a competitive advantage and improved business performance. Test criteria Q 2 (generated from the Stone-Geisser test) can be used to assess the predictive relevance of the model [79, 87] . In this study, Q 2 is equal to 0.64, which is greater than 0.5. Additionally, in terms of the Smart PLS method (Table 2) , the R 2 values of the dependent variables could be used to identify the explanatory power of the structural model [87] . The resulting structural model shows a substantial R 2 of 0.40 for the product advantage, R 2 of 0.64 for brand advantage, and R 2 of 0.35 for business performance (see Table 2 ). All the R 2 values of other factors were greater than 0.2. The results indicate that the model possesses predictive relevance and that the conceptual model has an explanatory power.
The results of the path analyses (see Table 5 Table 5 lists the path coefficients of the research model. In summation, the results of the research models using PLS SEM analysis strongly support H1, H2, H3, H4, H6, and H8 and do not support H5 and H7. Test findings of PLS SEM analysis are similar to those of the regression analysis. 
Discussion and Conclusions
Discussion of Study Findings
The research explores the theoretical bases and interactive relationships of the various dimensions through an analysis of questionnaire results containing the viewpoints of the C&C industry respondents. Given the social commentary on firms' strategic thinking and innovation types, this study suggests that it would be valuable for firms to consider the application of strategic orientation features developed by this study for developing radical innovations, competitive advantages, and performances in their business operations. Differences in strategic orientation, radical innovation, and competitive advantages (product, brand) in firms may constitute complicating factors for a C&C firm's business performance. Overall, based on the distinct product and brand features, companies that are informed of consumers, competitors, or partners' perceptions of companies may be better equipped for developing strategies to introduce radical innovation modes or perceptions of expertise among their target markets. The major findings of this study indicate a positive outlook for firms' competitive advantage and performance based on strategic orientation and radical innovation adoption of managers within the Taiwan C&C industry. The regression analysis results show that if companies aim to be successful through radical innovation, competitor orientation and inter-functional coordination from the market orientation and proactive activity from the entrepreneurial orientation are important drivers. In our research (Models 1 and 2 in Table 4 ), the most important efforts for firms are to make a commitment to coordinate the objectives and actions of various functional departments within a firm and to take advantage of prospect opportunities. These are helpful to the radical innovation outputs that a C&C firm hopes to attain. For a competitive advantage, radical innovation is beneficial to firms' product and brand advantages. The correlation analysis (see Table 3 , RaI↔BP = 0.391 **; PA↔BP = 0.503 **; BA↔BP = 0.599 **) and single factor regression models show that radical innovation capability (RaI→BP = 0.270 ***), product advantage (PA→BP = 0.453 ***), and brand advantage (BA→BP = 0.480 ***) all stimulate business performance. However, if we test these three factors together, this study showed that the only brand advantage is useful in firms' business performance (Model 5 in Table 4 and the PLS SEM results in Table 5 ). Radical innovation and product advantages may generate business performance through the mediating effects of the brand advantage. These findings are partially consistent with Chang et al. [9] and Boso et al. [51] who found that radical innovation does not directly influence business performance.
For the PLS SEM second order analysis, the following conclusions are offered. This includes emphasis both on market orientation and entrepreneurial orientation concepts. The findings support Lassen et al. [20] and Rodriguez et al. [46] . Strategic orientations determine the results of business operations. The results of correlation analysis (see Table 3 ) and the PLS SEM method (see Table 5 ) indicate that both market orientation and entrepreneurial orientation dimensions are significantly and positively associated with radical innovation. Moreover, according to regression analysis, competitors' orientations, inter-functional coordination, and proactiveness are the focus of firms when they aim to engage in radical innovation. The extant literature on NPD also emphasizes cross-functional coordination (especially extending beyond companies to include key suppliers, users, or partners) for radical innovation [14] . Therefore, under operating processes, these three sub-factors should be emphasized if C&C enterprises seek the success of radical innovation. Radical innovation is the source of competitive advantages, which is consistent with Zhang et al. [15] and Naidoo [18] . Since competitors can imitate well, when a new product enters the market, imitations quickly appear. Therefore, in the cultural and creative industry, to obtain a competitive advantage, it is important to make good use of radical innovation capabilities. Reid et al. [88] prove that technology vision for radical innovation has a positive impact on technical competitive advantages (e.g., innovation technical quality, innovation value to organization, and perceived as superior to competitors), early success with customers (e.g., acceptance by early customers, satisfaction of early customers, level of satisfaction is better than existed ones, etc.), and ability to attract capital. Radical innovations are, therefore, sources of competitive advantages in the industry and should be pursued by top management [8, 39] . In radical innovation, enterprisers who can proactively react to customer responses, cultivate new customers, and build superior brands can alter their competitive landscape. Researchers have found that brand advantage has a critical role in strong performance [15, 29] . Most C&C entrepreneurs are confident in the advantages of their products (mean = 3.98 in Table 3 ) and most adopt moderate levels of radical innovation (mean = 3.50 in Table 3 ). These two factors, therefore, have no significant effect on firm operating performance. However, brand advantage significantly and positively mediates both the effects of product advantage and firms' radical innovation level on their business performance. The greater the brand advantage, the easier it will be for consumers to identify, remember, and find the advantages of products. Therefore, the efforts of radical innovation will pay off in better business performance. Consequently, if a C&C firm wants to retain sustainability in its business field and keep ahead of its competitors, the effective development of a C&C firm's strategic orientations, organizational capability (e.g., radical innovation), and competitive advantages (e.g., product and brand advantage) are rather important.
Management Implications and Theory Contributions
Despite distinctive contributions, most of these theories imply that firms expand into innovation capabilities in terms of their strategic concern. Based on the findings of this study, we offer several management implications. When considering the integration viewpoint of strategic orientations, regression analysis and PLS SEM suggest that C&C enterprises should respond rapidly to competitors' strategies, integrate functional departments, commit to learning new knowledge and new technologies, pursue a specific prospective vision, and surge ahead of the competition in their industry in order to enhance radical output. Moreover, according to the respondents, if a firm's product has good sales, then imitators will emerge. Therefore, the radical innovation capability is important for C&C firms due to its ability to help C&C firms to garner consumers' insights and obtain satisfactory volume. This means C&C firm success is based on the integrative capability of both market orientation and entrepreneurial orientation. When considering the myth of customer orientation, C&C entrepreneurs may interact with customers who buy products. Observing the personal characteristics of customer and the reasons customers make purchases can help firms understand customer needs. However, according to our regression models (see Table 4 ), customer orientation has little impact on radical innovation when compared to inter-functional coordination and competitor orientation. Customers usually expect products that go beyond customers' imagination. According to the findings, among market orientation factors, coordinating different functional departments and understanding competitors' strategies are more valuable than customer orientation. These are important issues because functional department coordination has a significant effect on C&C firms' success in operational radical innovation capability in the C&C industry. Moreover, it is important for C&C managers to understand where to focus their efforts and resources in terms of capturing competitors' direction (for surpassing, imitating, or innovating purposes in C&C markets) so that they are able to achieve the expected level of radical innovation.
Competitive aggressiveness has no significant effect in this study likely due to most C&C managers focusing on growth and creating a friendly commercial atmosphere. According to correlation analysis, aggressive competitiveness and risk-taking are moderately positively associated with the feature of radical innovation. For regression analysis (see Model 2 in Table 4 ), the β coefficients are not significant, but is nearly significantly positive to the enterprises' level of radical innovation. This phenomenon displays that, in addition to possessing a prospective nature, having an aggressive posture to take market share from competitors and "undo-the-competitors" and taking on high-return high-risk projects are useful to enterprises' level of radical innovation. Aside from product design and manufacturing process development, new sales channels are worthy of consideration. This study suggests that C&C entrepreneurs integrate various business models (pure real store, pure virtual business model, or the integration of virtual and real channels) to increase business scale and sales. Establishing team goals, increasing the courage to develop new products, importing new technology, actively seeking new opportunities from cross-industrial cooperation, undertaking risk-taking action, working beyond competitors, and taking action (announcing new products, exploiting new opportunities) ahead of competitors will help C&C enterprises move to a new stage. According to correlation analysis (see Table 3 ), radical innovation, product advantage, and brand advantage are positively associated with a C&C firm's performance. In terms of regression (see Model 5 in Table 4 ) and PLS analyses results (see Table 5 ), brand advantage is a rather important driver to C&C firms performance. The positive and significant mediating effects of brand advantage on the effects of radical innovation and product advantage on C&C firms' performance are also verified. For instance, if a C&C firm wants to explore what certain process factors improve or hinder the influence of success drivers (e.g., radical innovation or product advantage), brand advantage is a key determinant. In the survey process, when talking about the advantages, most C&C entrepreneurs are confident regarding their product features (characteristics and design sense, reliability and stability, and product's ability to highlight the personality of consumer) and adopt a notable radical innovation level. However, when discussing brand recognition, there are differences among C&C entrepreneurs. The greater the investment is in brand features, the better is the return. For instance, among numerous ceramics stores and manufacturers in Yingge of New Taipei City, Tai-Hwa Pottery (see http://www.tai-hwa.com/taihwacart/) make great efforts to establish brand features for increasing its degree of being internationally famous. Moreover, in addition to promoting its own brand, Jafon-art (another famous art store located in Yingge that offers two types of art products: ceramics and sculpture arts; see http://www.jafon-art.com) also promotes the personnel brands of art designers (e.g., Buddhist sculpture art of Jen Eng Hsiao) in its store. Wrong gallery (store located in Huashan C&C Industrial Park of Taipei City, see http://wronggalleries.com/taipei/) is an art broker and, besides selling art products, the owner also makes great efforts to enhance the degree of eminence for artists in terms of various art exhibitions or activities. The establishment of brand features is done not only via the aspect of enterprises but also through art designers themselves. Therefore, in addition to unique product advantages and radical innovation adoption, the brand advantage should be emphasized and should be the focus and target of the C&C enterprisers. Brand advantage is a key to the business performance of C&C entrepreneurs.
In conclusion, the C&C industry needs more innovation and more risk-taking features than other household industries. Gaining a sustainable competitive advantage and superior business performance are functions of the resources and capabilities that a firm brings to its competition effort [89] . Technological innovation is an important force when firms seek sustainable development [90] . Strategic orientation factors from market orientation and entrepreneurial orientations are worth incorporating into the organizational cultures, employees, and top management of C&C firms. To build both product and brand advantages, C&C entrepreneurs should develop radical innovation processes (introduce products radically, offer more radical features, and radically change customer ways) in their daily work environment. Currently, in Taiwan, cultural and creativity products have become integrated into consumers' food, clothing, and living environments. Firms of cultural and creative industry in Taiwan have also made an effort to diversify C&C products. They announce that art products are no longer luxury or noble products. They can also be low priced but high quality and close to consumers' daily life. With such potential market opportunity of cultural and creative products, it is worthwhile for C&C firm managers to cultivate sales and involve following the new trend. This study, therefore, contributes to the business strategy theory by demonstrating the utility of a model, which integrates aspects of the strategic orientation concept, RBV, and NPD. These include market orientation and entrepreneurial orientation, the interdependent and dependent factors of C&C enterprisers are referred to in innovation theory [61] and in competitive advantage and the performance concept [65, 66] . The research framework in this study represents an integrated approach that can be considered by industry managers when establishing management mechanisms for radical innovation cultivation and performance improvement. Furthermore, using the responding C&C firms' strategic orientation, innovation, and competitive advantage-related conceptualization and practice, the research raises important issues about management patterns in Taiwanese C&C firms. In summation, this research contributes toward the extant literature and the study findings can be used and referenced by top management teams in the C&C industry to strategically enhance their radical innovation capability and utilize product and brand advantages in order to achieve an improved performance.
Limitation and Future Research
Despite the robustness of the study findings, there are several limitations. The findings lack generalizability given the small sample. However, most respondents were directors, marketers, designers, managers, or senior employees and their responses form a useful reference. Furthermore, in practice, some researchers indicate that SMEs in developing markets have very little opportunity for radical innovation because of their low infrastructure support and are mostly concerned with imitative or incremental innovations. However, according to OECD [51] , SMEs or new market entrants love to adopt radical innovations in their market space. In this study in Taiwan, based on the support by the Taiwanese government, C&C firms try to adopt moderate radical innovation (mean = 0.35) in their business models and, in so doing, obtain satisfactory outcomes. As set out in the research framework, Hypothesis 6 (PrA→BrA) may raise concerns regarding the inverse relationship, which means a firm's brand advantage supports product advantage especially in the case of enterprises with radical innovation (e.g., Apple, Spotify, etc.). Associated innovation features and brand advantages (e.g., visual shape or logo) could enhance consumer recognition for product advantage. Future research may further explore managerial practices in relation to the bidirectional relationship between product advantage and brand advantage in order to offer a more nuanced contribution to the theory.
Based on the literature review, the linear relationships between the discussion factors have been explored in our study. The research results display the relationship presented in Hypotheses 3 to 5 (RaI→PrA; RaI→BrA; RaI→BP) as dependent on the presence of the positive relationship presented in Hypothesis 1 (MaO→RaI) and Hypothesis 2 (EnO→RaI). Future research could also explore the other possible conceptual links of Hypotheses 3-5 by investigating whether the strategic orientation of enterprises exhibit negative or non-effects in relation to their radical innovation capabilities. Moreover, future research could explore how other combinations of strategic orientation by enterprises determine their radical innovation capability and explain how this capability affects or influences the firms' competitive advantages and performance. Lastly, the study results show that the application of strategic orientation models is useful in terms of a firm's radical innovation and competitive advantage to influence performance in specific markets such as the Taiwanese C&C market. Future research can explore additional organizational features such as leadership or the organizational climate and add more dimensions for comparison such as industrial properties or consumer features or other factors or test the framework using other industrial practices or developing economic markets to generalize the model.
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Appendix A. Questionnaire Development in This Study
Customer orientation [31, 35] Cuo1: Competitive advantage of our firm is based on understanding customer need. Cuo2: Our firm measures customer satisfaction systematically and frequently. Cuo3: Our firm pays close attention to after sales service. Cuo4: Our firm constantly monitors the level of commitment and orientation to serving customer needs.
Competitor orientation [31, 32] Cmo1: Our firm responds rapidly to competitors' actions. Cmo2: Our top management regularly discusses competitors' strengths, weaknesses, and strategies. Cmo3: Customers are targeted when our firm has an opportunity for a competitive advantage.
Inter-functional coordination [31, 32, 35] Inc1: All of our managers understand how everyone in our business can contribute to creating customer value. Inc2: Our firm emphasizes functional integration in strategy. Inc3: Information about customers is freely communicated throughout our organization. Inc4: Business functions within are integrated to serve the target market need.
